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The Influence Of Social Media Marketing Activities On Purchase 

Intention Through Brand Image And Brand Trust As Variable 

Intervening In Jago Coffee In South Jakarta 
 

Yovyta Laras Martiana1) 

Andrianto Prasetya Nugroho2) 

Abstract 

 

This research aims to determine the influence of Social Media Marketing Activities 

on Purchase Intention through Brand Image and Brand Trust as Intervening 

Variables at Jago Coffee in South Jakarta. This research uses a quantitative 

approach by collecting questionnaires with a sample of 200 respondents. Based on 

data processing carried out with the SmartPLS 3.0 program, a coefficient of 

determination (R Square Adjusted) value of 0.930 was obtained, which means that 

the influence of the Social Media Marketing Activities (X) variable through Brand 

Image (Y1), Brand Trust (Y2) has an influence on Purchase Intention. (Z) is 93% 

and the remainder is influenced by other variables not included in the research. 

Based on the uji-t, all variables have a significance value of less than 0.05, which 

means that all variables simultaneously have a significant influence on Purchase 

Intention. 

 

Keywords : Brand Image, Brand Trust, Purchase Intention, Social Media Marketing     

      Activities  
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PADA JAGO COFFEE DI JAKARTA SELATAN 

 

Yovyta Laras Martiana1)  

Andrianto Prasetya Nugroho2) 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh Social Media Marketing 

Activities terhadap Purchase Intention melalui Brand Image dan Brand Trust 

sebagai Variable Intervening pada Jago Coffee di Jakarta Selatan. Penelitian ini 

menggunakan pendekatan kuantitatif dengan pengumpulan kuesioner dengan 

sampel 200 responden. Berdasarkan pengolahan data yang dilakukan dengan 

program SmartPLS 3.0, diperoleh nilai koefisien determinasi (R Square Adjusted) 

sebesar 0.930 yang artinya bahwa pengaruh variabel Social Media Marketing 

Activities (X) melalui Brand Image (Y1), Brand Trust  (Y2)  memiliki pengaruh 

terhadap Purchase Intention (Z) sebesar 93% dan sisanya di pengaruhi oleh variabel 

lain yang tidak dimasukan dalam penelitian. Berdasarkan uji t, semua variabel 

memiliki nilai signifikasi kurang dari 0,05 yang artinya semua variable secara 

bersamaan memiliki pengaruh yang signifikan terhadap Purchase Intention.  

 

Kata Kunci:  Brand Image, Brand Trust, Purchase Intention, Social Media 

       Marketing Activities 
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